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Q1
Based on the term “Finding at a glance” the report meant to conduct a small survey on how people buy the goods and services provided by a company. On this section, we tend to look at the Millennial and which strategy they use to buy products. Through the survey, we noticed that many luxury buyers buy the high-end expensive products and goods due to pleasing themselves as opposed to the products being of high quality (Deloitte 5). The report went ahead and said that they bought the products, not to please others or do what influencers say. We also noted that Millennial is information-rich people and they get their information through three different sectors, but according to the analysis, social media was ranked top in getting the source of information, followed by the brands' website then lastly the fashion magazine talking about the product, the videos and the blogs post. We are also informed that the millennial tend to but the high-end fashion products due to an incoming occasion like a wedding. Most of the millennial like to buy their items in stores as opposed to online because they can feel and touch the products brought as opposed to online. Quality is the main catchment section of the millennial in buying the products.
In regards to conducting the survey, the researchers interviewed over one thousand personnel aged between twenty to thirty years of age in the UK, US, Italy and China who were very interested in luxury spending as part of their lives (Deloitte 33). The respondents were available in all the areas that we chose and were also evenly distributed. More than three out of the five correspondents were estimated to have bought a minimum of one luxurious item. The gender of the respondents was also taken into account for and the survey included both men and women in the regions selected. In the section of lessons and strategies present in the report, we notice that the luxury buying millennial group brings about a challenge in the brands and companies in terms of customer retention factors. We are told that these groups of consumers tend to have vast information about the products sold due to their research in both the social media platforms and traditional sources of information presented. We also notice that through online sales, there is a lack of engagement between the consumers and the brand. We are also informed that the online platform has opened doors to many upcoming brands to challenge and provide competitive competition towards the established brand. Regarding the millennial core, we note that millennial was not richer than their parents were at that age. Their costs tend to be higher and composes largely of college debt. Also, we note that the companies need to target and influence the consumers that outspend other consumers in place. These consumers manage to spend on high-end expensive products. The lessons in this sector teach us to target these groups of customers because they have a high disposal income meaning that they can afford the luxurious products easily.
Q2
Looking at the rise of the digital native sector. The sector mainly illustrates the digitally native brand as opposed to the traditional way. Through the digital native sector, we managed to notice that most millennial prefer this way as opposed to the traditional way. The digital platform enables to provide a luxurious environment for high-end consumers to acquire and use (Deloitte 11). We have recently noticed Instagram being the main luxurious marketing point from these high-end products. Also, the digital native produces a communication link between the brands and the companies to communicate effectively with the consumers as opposed to the traditional method. A brand that is a digital native includes amazon, this brand often conducts its transactions online, and the brand is also equipped with high-end products that match their target audience. This method is highly appealing as compared to the traditional method because they create a platform whereby one can easily get in touch with them and buy the products easily by assessing them. The traditional setup of these brands discourages the buying of luxurious products due to various factors in place. The rise of the online platform is seen as the target of highly luxurious companies to sell their products in that platform. Millennial tend to gather information largely from the social media platforms and deciding the information gotten online. Generally, millennial prefer a platform that executes luxurious factors to buy their products from the brand. Instagram is an example of online platforms that have managed to acquire highly luxurious factors enabling high-end consumers to buy their product based on this social media platform. The traditional setup platform does not contain this luxurious factors hence reduces the chance of these consumers to buy their products form the traditional source.

Q3
Looking at the millennial mindset sector. The research manages to note that most of the millennial bought the high-end products due to self-satisfaction and not what the influencers and the celebrities point out about the products. This option of self-satisfaction was compared to other factors like impressing the families and friends and what the influences suggested. The last two reasons weighed less as compared to self-satisfaction.
Regarding the four geographical sites mentioned, the survey concluded that in terms of the need to impress others, more percentage was from the men side (Deloitte 16). This was concluded that most of the women bought the products for themselves to feel good. Men mostly bought the products to gift someone hence satisfying the needs and happiness of other people. The research also suggested that the Chinese citizens were ranked highly in the segment of buying the lasts luxurious products in the market.
Looking at the influence and purchase decision made by the consumers. Millennial are regarded as information-rich. They tend to search for their information in a vast location, starting from the traditional sources, the blogs available and the blogs. After thoroughly going through the information, they normally decide on what to buy.
Comparing the purchase decision made by these high-end customers. Social media was regarded as the most used source of information in all the three geographical regions excluding China. China mainly focuses on fashion blogs and magazines as opposed to the social media platform. However, the most important aspect of the purchase in all the geographical regions cited, the brand of the product was the most considered aspect of purchasing the product. The brand segment was compared to the celebrities and friends in the region and the friends that the millennial admire. In regards to Italy, the brand came at number one, followed by the influencers than the admired friends. According to the US, the brand was rated at number one followed by the friends admired by the high-end customers and lastly the influencers and celebrities in the region. The UK and the US research was similar but the percentages varied. According to China, the brand was rated at number one followed by the influencers then lastly the friends admired. In regards to the gender distribution (Deloitte 27). The females took a larger portion in all the three segments put in test in the four geographical regions present. The segments that the female took a larger portion included a friend the high bend customers admire, the celebrities or the influencers of the brand, and the brand itself.
The buying moment segment, we note that millennial luxury buying is not a routine. The survey was conducted to get the reason as to why millennial purchase the high-end products and the particular point that they tend to buy the products. The geographical regions that were researched included the following results. In Italy, the top two reasons were due to a particular occasion and when the high-end consumers feel a bit low. In China, the trend of buying the products was the same as that of Italy. Also in the UK and US, the top two reasons were similar to that of Italy. The segments of during fashion week and on payday were the bottom in the ranking. According to gender, women scored the highest points in all of the categories put in the test.

Q4
In regards to the section of where and how to buy, we notice that millennial tend to search for the product information online then at the end get into the store to finalize the product buying. Some high-end consumers also prefer to buy the product online and get delivered to their houses. Others prefer buying them online and collect them at the store.
Comparing the geographical areas present, we note that in China, a larger percentage buy the products in the store followed by online and delivered in the office or home, lastly the option of buying online and collecting them to the store comes last. This trend is also the same in Italy and the UK but the percentage varies from one geographical region to another. However, in the US, the ranking tend to differ in that, buying the product online and delivered to the workplace is ranked at number one, followed by buying the products in the store and lastly buying the products and collecting them in-store comes last. Based on the gender distribution, females have a higher rank in doing all these mentioned segments as compared to the males in the region.
In regards to personalization and experience, we notice that most of the millennial present would go for products that are personalized to them. The experience got from the brand also plays a major role in getting the high-end consumers in place. Looking at the trends in this sector we note that in all the three geographical regions, a larger percentage accepted the fact that they would buy a product that is personalized to them. While a smaller portion said they would not buy products that are personalized to them. In regards to the gender distribution, more women accepted to buy products personalized to them as compared to the men. In the section of putting a price in sustainability, most millennial say that they would consider this factor. According to the trends gotten from the research. In Italy china and the UK, the research brought out that the high-end customers sometimes check for the sustainability, following closely is the percentage that stated that they always check for sustainability. However, this was different in the research conducted in the US whereby the larger percentage came from always checking the sustainability of the product followed closely by a percentage of those who sometimes check the product.
Looking at how strong the premium brand loyalty is, we note that millennial in mature markets are less loyal to the brand like in other regions. Comparing the trends, we note that in Italy, the US and the UK, most of the millennial will buy what they want as opposed to the brand, however, this is different in China whereby, the leading factor is the millennial will consider buying from a few selected brands in place. Looking at the gender research, the males were rankled highly in all the weighed options as opposed to women.
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